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Hi, I'm Safra ;-)

And I have a confession:.

I came into this project with a bias.



I worked at DECIEM as their in-house
copywriter for well over a year. This one-
up had me thinking the assigned UX/UI
case study would be a walk in the park. 

I was wrong.

:-(



The short "O" history lesson.

The Ordinary, founded in 2016 by the
late Brandon Trauxe, is anything but
ordinary. While it presents a beautiful,
minimalist interface on the surface,
closer inspection reveals a chaotic, hot
mess infrastructure. Hence why its
Canadian parent company, DECIEM
Inc., is (probably) called Abnormal
Beauty.



The problem.

 I did an online audit to understand The
Ordinary's digital landscape. I also
audited its competitors to know why the
brand didn't have a mobile app. Mobile
apps are not part of the playbook.
However, an interesting article from the
industry platform Glossy.co quoted that
brands choose to move away from
standalone apps due to the high
expenses and resources needed to
maintain them. 

https://www.glossy.co/beauty/lancome-ditches-app-for-high-performance-mobile-site/


The challenge.

The Ordinary is on a steady path to
owning the global beauty space, yet
they need an app. They have millions of
followers on social media, global stores,
and a solid email list. Launching the app
is one thing, but setting up the app to
gain traction and create a seamless user
experience is another beast. However,
the key is to keep it simple. Following
that mindset would make the process
easier; that's what I thought. 



The solution.
Simple. The Ordinary already has a tool
called the Skincare Regimen Builder.  
Since I was part of remodelling the text
that experience, why not repurpose it for
a mobile app? The tagline for the tool is
"Recommendations in 4 minutes."
Surely, it would be a shoo-in for the app!
Additionally, their target audience,
Generation Z "Digital Natives," make up
almost 40% of global mobile app users. 

https://theordinary.com/en-ca/regimen-builder.html
https://theordinary.com/en-ca/regimen-builder.html
https://www.forbes.com/sites/forbestechcouncil/2022/01/12/understanding-the-differences-in-mobile-app-use-across-generations/


The Deliverables

Team: Self-directed with guidance from
Professor and peers.

Duration: 30 hours.

Tools: Adobe Photoshop, Miro, and Figma.

VIEW PROTOTYPE

https://www.figma.com/proto/iwxQkrEoes7Twk1RpVyOq7/The-Ordinary-Wireframe-App?node-id=144-682&scaling=scale-down&page-id=0%3A1&starting-point-node-id=144%3A682&show-proto-sidebar=1


Discovery: Market Research.
Brands are focusing more on
augmented reality (colour matching,
evidence-based skincare advice)
Brands focusing on in-store
experiences, choosing to position their
websites for a mobile experience
Multibrand retailers instead are focusing
on mobile apps whereas brands want to
offer more innovative experiences 
The cosmetic industry is set to be worth
571.1 billion USD in 2023

https://www.glossy.co/beauty/lancome-ditches-app-for-high-performance-mobile-site/
https://www.oberlo.com/statistics/how-much-is-the-beauty-industry-worth#:~:text=According%20to%20the%20latest%20statistics,in%20at%20least%2013%20years.


Discovery: Competitor Analysis.



Discovery: Competitor Analysis.

Despite the lack of mobile app presence,
it's clear that each brand is targeting
Generation Z. Compared to its
counterparts, The Ordinary is also the
most thorough, and uses heavily scientific
language to describe its product. 

See full research.

https://drive.google.com/file/d/1uFUJXIqaI_0Ppxm07_Qi3zcqQrhzb7Jy/view?usp=share_link


Discovery: User research.
Still undeterred, I plugged ahead with
conducting user interviews to better understand
what The Ordinary would need to know in order
to give its user an engaging app experience. I
spoke two two participants, both women of
colour however, they were both at completely
oppsite ends of their lives. While they were
both students, one was a 19-year-old university
student living with her parents, the other was a
35-year-old single mother of five returning to
community college. 



Discovery: Common thread.

The findings from the user interviews
revealed a common thread, which was:

Reluctant to buy skincare products
online
Prefer department store brands
Price conscious; do not spend alot on
name brand products
Prefer to go instore for an experience



Discovery: Empathy Map (Sara)



Discovery: Empathy Map (Savannah)



User persona: Savannah, 34, single mother of five.

Goals

I want products that work on black skin

Needs

I need quality products that willl last for a while

Motivations

Personal care is very important to me

Frustrations

I don't have as much time to practice as much self-care
as I would like



User persona: Sara, 19, uni student, lives at home.

Goals

I want to try new, modern beauty products

Needs

I need beauty products that make me feel confident

Motivations

I'm thinking of becoming a beauty influencer, so I want
products I can promote

Frustrations

I don't have the money to buy a lot of stuff



User research: Key takeaways.

The main needs that stood out from user   
research were:

People need reassurance that their
needs will be met 
People need to feel safe throughout
their buying journey
People need to feel heard and seen



User journey map: Empathy on tap.



Rethinking the problem.

 I started to think "How might we create an
app that address their pain points in a
holistic way? 

From the user's point of view, their biggest
concern is building brand trust. They don't
just want to use an app for the sake of it,
they want it to solve a problem.  

My design-thinking was making the quiz the
core component of the app would make the
user feel their needs were at the forefront.  



The strategy.

Business goals User goals

Stay ahead of competition

Improve user retenttion

To learn more about The Ordinary

To find affordable beauty products

Maintain an
intuitive UI that
users can enjoy
and is different

from the
ecommerce site.



The strategy: User flow.

At one point, I had considered changing
the direction of the app to be focused on
job applications. The problme is that this
would have to meet a need for candidates.
I ran a test of the application process on
the career section of their site, and it's
already straight forward. Additionally, I can
say from personal experience that I was
contacted by their recruiter through
LinkedIn.



The strategy: Task flow.

I went back to the idea of focusing on the
user and what they neeeded at hand. The
Ordinary user is looking for a relaible
product rather than an experience. 

I also tapped into how I personally learned
about the brand prior to working for them,
which through YouTube influencers. They
work with intelligent accessible talent who
educate viewers about the brand and their
skin in the process.



The strategy: Site map.

I used a site mapping generating tool
to see The Ordinary's current
information architecture.  Their
sitemap is not as clean as I had
expected.  The mobile app sitemap is
a best use case but after moving to
the wireframe process, it was evident
that the flow would not be as
straightforward as I had anticipated.

https://www.xml-sitemaps.com/download/theordinary.com-52592952a/sitemap.html?view=1


The strategy: Sketches.

Gathering ideas of what an ideal
skincare app for The Ordinary would
look like prior to doing my indepth
industry research.



The strategy: A/B Testing.

Before going digital, I sketched
out what the necessary screens
would be needed to fullfill tasks
of the user flow. I wanted the quiz
to be as straightforward as
possible to the user. 



The strategy: Low fidelity wireframes.



The strategy: UX writing.

Designing the quiz required several iterations. The
Ordinary's Regimen Builder tool is tedious and is
filled with a lot of text compared to The Inkley List's
Recipe Builder tool and Sephora's skincare quiz
(Sephora actually has several quizzes. The copy on
the current quiz would not work for a mobile
experience, which resulted in me having to go back
to the drawing board to brainstorm. In the real
world, this quiz would have had to go through
several teams before approval, including the
Science Communications Team, which is the
toughest team to get past. 

https://ca.theinkeylist.com/pages/recipe?utm_source=google&utm_medium=cpc&utm_campaign=sitelinkrecipebuilder&tw_source=google&tw_adid=602178183079&tw_campaign=17424085910&gclid=CjwKCAjwov6hBhBsEiwAvrvN6P1ZCbJeur08TsZ9yNKJhpkPLYFGpSGdSaCZ29jkgxdkXpRKE2hmvhoCcyYQAvD_BwE
https://www.sephora.com/ca/en/beauty/skin-care-quiz?country_switch=ca&lang=en


The strategy: High Fidelity Wireframes

View Prototype 

https://www.figma.com/proto/iwxQkrEoes7Twk1RpVyOq7/The-Ordinary-Wireframe-App?node-id=144-682&scaling=scale-down&page-id=0%3A1&starting-point-node-id=144%3A682&show-proto-sidebar=1


Spot the difference: App vs Web.

Through comparing and
contrasting, I started to notice small
but important details. For instance,
The Ordinary's website has a chat
icon that connects users to Live
customer service chat. They also
provide live social media customer
service on social media. 

Their mobile site is already built like
an app. 



The learnings.
Upon reflection, I now understand why The
Ordinary has not launched a mobile app. It would
be a laborious task, and the return on investment
does not prove to be worth it at this time. The
decision to launch an app has to allow them to be
seen as genuinely innovative; it should be a next-
level experience, allowing them to use their
resources as a science-led brand to go above and
beyond what they're already offering in-store and
online. For example, an app that uses facial A.I. to
identify skin type, and problem areas and makes
recommendations based on the results. This is
what I call being purpose-driven.
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